


TNMNNNNNNNNNNNN\NNNN VN7 77 SIS S

The Keys to Marketing Across
Generations in 2024
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Understanding the Generations

Baby Boomers

(1946 — 1964)
Age 60-78 in 2024

Value loyalty, patriotism and quality.
Prefer traditional marketing, i.e. TV
and print media.

This generation has a high level of
discipline, mentally tough, strong
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principles, remains loyal & dedicated.

&”

(1965 — 1980)
Age 44-59 in 2024

Skeptical and value work-life balance.
Respond well to email and social media
marketing.

Generation X is disciplined, hard-
working, resourceful, logical
& independent.
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Gen Y or Millennials

(1981 - 1996)
Age 28-43 in 2024

Prioritize experiences, authenticity and
social responsibility.
Favor mobile, social media and
influencer-based marketing.

Millennials tend to be bolder in their
opinions, have high self-confidence and
think outside the box.
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Technology Over Time ®
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The Human Psychology

FOLLOW THE HERD
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N\

TRANSPARENCY
PRIOR EXPERIENCE /g %\

CHOOSE MY OWN

N
“~
“—
—
—
—
S—
—
—
#
gm—
—
’
-
—
—
’

///// DT LR BELY VAL AN

Y, PEER FEEDBACK ADVENTURE ¢
ey, | - $1.0 4. e i2le 3

l



The Human Psychology

* 71% of consumers prefer self-service tools over speaking to a human
when doing research on a B2B software or solution.
o (Up almost 20% since pre-covid buying)

* Only 29% of consumers prefer to speak to a human when researching a
product




B2B Buying Disconnect:
The Self-Serve Economy Is
Prove It or Lose It



The Evolution of Your Buying Committees

B E FO RE Current Buying Committee Makeup

10+ Members
14%

1-3 Members
7-9 Members 40%
10%

4-6 Members
36%
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Most Preferred Way To Consume Content (BZB)
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Boomers Gen X
-+ Blogs * Email
i eBooks * Social Media
; * Reviews e VVideo

e Social Media
e Video
 Customer Stories

* Blogs
* eBooks
e Customer Stories

Mlllennlals
e Video

e Reviews/Customer
Stories

 Webinar
* Templates

| * Blogs




Previous
Buyers' Journey
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Advocate

Event Weblnar
+Blog « Start of the cycle

O\

Web5|te Search

« ERP Listings +» Nurture

» Marketplace . Customer Stories « Campaigns « Email » Webinar . Thought
Listings  Product Pages . Call from BDR Leadership

+ G2, Capterra, etc. * Demos

Social Media -
Thought Leadershlp

WEREDBY«, DUG

LIVE

MAY 2024,




buying
Today's B journey
Buyers'

Overrule Group Decision

Contact With a \l/
J o u r n e Forrmer Colleague
Budget Legal Flag
\l/ Feasibility 7 Cut
CEO Turnover <— End-User REViEws T Capital
\r Input Procurement Review
Executive Budget Web j\ Flag Board
Presentation & Approved Search End-User
Questions Web Social Media Input
| Search Trends Report =  Supplier Conversation
\l/ T Reviewed Website Visit

Problem Solution

Supplier

Requirements
selection

identification exploration building
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\L White Paper j\ Supplier RFP a5 RFP Live Supplier Buying
Download Website Creation Response Demos Group
Independent Web Visit ; Comparison Debate
Online Research Search \]/ Omia
Overwhelming Shared e
Information _ Peer Content Sulppller_s More
About the Discussions Buying Guide Information
> Misalignment  popiem Group |9 LinkedIn : Download Needed From
Web on Problem Diagnostic s e e Sales Reps
Search Deployment Virtual i
PG Mo Business
L Misalignment \l/ Case Data Purchase
on Solution \l/ Unavailable -
g L~ White Paper Scope ! Decision
' Download Buying Expert I '
Consultant Consultation

Discussion



Your "COMING SOON" Buyer's Journey

Seller free experiences in B2B?




GP User Profile

“Mail Order” Perspective
« Keyboard over mouse
« Comfortable and reliable

 Linkedln and YouTube for all
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* Itjustworks (andifitain’t broke...)
* Facebook /Blog marketing profile

m Payables Transaction Entry - TWO (sa2) — X
M ) | ey
m A & 3 o (| @]
Save Delete Post Options File Print Print Tools Help Add
v v v v Note
Actions Options Tools Help
Voucher No. 00000000000000463 0 [ Intercompany Batch ID P
Document Type Invoice Doc. Date 4/12/2027 i -
Descrption short descripbion goas hete
[ Long Descrption  Your Long description goes here. This new feature vall allow you to enter up to 200 chataclers a ]
Yendor 1D ACETRAVEDOOT Cuntency ID ZUSss PO
Name A Travel Compary Document Number
Addeess ID PRIMARY ’, P.0. Number
Remd-To ID REMIT TO 2 Shipping Method OVERNIGHT §9)
Payment Temns  Net 30 > 2% Schedue ID COMPANYPUR P
Puchases $2,02020 ' —_1
: )’; : = Cash $000
00 SCOUN s
RO = Check $000
M'w] i Credt Card $0.00 &
sce 3 0w
T e $0.00 Tesms Disc Taken $0.00
ax 0 <
e On Account $2.02020
Total $2.020.20

4 € » » |byBachiD

Distributions Print Check

Staus Unsaved
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GP User Approach to Change

Resistant to Change (But we're getting there)
« Fewer college students earning accounting degrees

* Accounting and finance professionals who started with GP
are training the next generations

* Gen Xers and Boomers are living and working longer, started
earlier and like to work

 All generations prefer their computer as their primary device
o Boomers prefer tablets as their next choice
o Gen Xers and Millennials prefer mobile devices

o More than 115% more Millennials use mobile devices compared to
Boomers
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“DoorDash” Perspective
Cloud-based, instant access

MAY 2024

BC User Profile

Flexible and mobile

Always pushing the limits, wanting more =

Address

TikTok marketing profile
YouTube & LinkedIn applies to both

©)
©)

State

1 Billion hours of YouTube content consumed every day
60% of LinkedIn users are in the age range of 25-34

Atlanta

ccccc




BC User Approach to Change

Time for Change

* Inthenext2years, 64% of business buyers will be
Millennials and Gen Z

* Younger buyers have new demands, higher expectations
for B2B buying

* 90% of Millennials will express dissatistaction with a
vendor, compared to 71% of older generations

* Letthem! And make it easy to do!
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5 Keys To Marketing Across Generations

Mobile First
Rely On Video

1)
)
) Social Proof
)
)

> W

Personalized Journey Experiences

Al-Driven Content and Data
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Avalara Get started  MENU

Cut tax

compliance
costs, not
corners

Avalara software automates tax compliance and
can help improve accuracy while reducing costs.

Find out how

Chatwi S
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1 - Mobile First

& mount onsulting.com

ANNOUNCING END-TO-END SUBSCRIPTION
MANAGEMENT WITH BASED 365

Your Microsoft Dynamics
365 Business Central
ERP Trail Guide

Whether scaling the mountains or a Microsoft
Dynamics 365 Business Central (BC)
implementation, Mount Evans Consulting always
hits the trails prepared and equipped with

intimate knowledge of the trail ahead.

Scaling the Peaks of
Dynamics 365?

We're Here to Help :

taskletfactory.com

ip tasklet

BILE WMS FOR MICRC

Warehouse
Management Made
Easy

Business Central/NAV
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2 - Rely on Video

Polished video is your

QFI' T

best Way to hit all your ’Mmf”:?.ybﬂNELr GATEWAva NDgQXZESRO.IZ e
. R L

audiences. gy

T '
T

- g=1

Baby BOOmerSZ 1 in 3 ScrO” W—m : ﬂ"'VouTube .
YouTube to learn about products "o

7,115 followers

ad- ®
Don’t sweat your recs! B Manage and automate your reconciliation process with
the new, Al-powered FloQast Reconciliation Management.

3 YouTube ez Q L

Generation X: love nostalgic
leaning video content
More than 70 %
of Accounting Teams are

MillennialS: prefer raw, Company Spotlight - Understanding Our Customers \ W7 FCE L DI AIiiE GRInG
authentic video that is short form Sam Johnson and Justin Goes

PAYTRACE 245 o) 7

STUDI®S ‘3’! 13'% *%3!!!

S

Understanding our Customers
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FloQast

3 - Social Proof

for accountants.

Remember how the human psychic works. oax_FloQast Contact Flogast
. . 2024 ****ﬁy 1,054 reviews | iscussions -

We crave to be like the herd underneath it sfadafafilrpmins

all.

Product Information Reviews Pricing Features =@ Optimized for quick response

We are looking for peers who have had
success the make the move to something

new, easier.
“FloQast offers wonderful visibility for
. ] \ us, even with everyone shifting to

Using customer quotes a nd stories remote locations... it's made us more

: : ‘ efficient, and it's made managing the
th rc?ughou’F your website, _ema L strategy, Close so much easier. It's a fantastic
social media, and more will help your self- | tool; we love it.”
service audiences.

Head of General Ledger

. - zoom Read the Case Study
Tlp on how to get these: activate your

ernal teams to help!
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4 - Personalized Journey Experiences

X
P
1 . Y 1o & »
Incor-porate your b-uyer S hame (.|f you - Eagi
can) in more than just your email sends. Welcome back Samantha
Think outside of the box and use your -E e e Qurteam s
. . .:.'
data to enhance their experiences. & PO —
I'd like to see a recorded demo
I'm just browsing right now
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5 - Al Driven Content & Tools (Save Time!)

(. —a :
HubSEbt Jas‘;er _ 1 Copilot

c Hootsuite

@ grammarly

o Paid channel mix report m _Eﬂ @ @ a

erview
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Real-world Data: Website Visitors by Age

25-34
45-54
35-44
5564

18-24

G5+




Real-world Data: LinkedIn Users by Seniority

PO’

u%"ﬁ:"‘r&

Visitor demographics @

Senior - 420 (25.5%)

Entry - 312 (18.9%)

Director - 210 (12.8%)

CXO - 171 (10.4%)

VP - 115 (7%)

Manager - 109 (6.6%)

Owner - 60 (3.6%)

Partner - 46 (2.8%)

Training - 18 (1.1%)

Unpaid - 2 (= 1%)

SPON

AY
IESCak
SCQN

LIVE

MAY 2024,

USTFay

integrated payment solutions

Visitor demographics ©

Seniority ¥

Senior - 7,240 (33.9%)

Entry - 4,856 (22.7%)

A

Director - 2,044 (9.6%)

Manager - 1,219 (5.7%)

VP - 939 (4.4%)

Q
(]
o
o

Owner - 570 (2.79%)

Partner - 271 (1.3%)

e () PayTrace

Training - 141 (< 1%)
-




The Trust Loop - Screenshot this!

Brand
Discovery

Continuous

Feedback Engagement

Trust
Over
Loyalty & Tra nsa Cti ons Purchase

Advocacy Decision

Wa CfeEnl < DY \ Trust Post-purChase : 3
DYNAS V14 e 41 # Reinforcement Experience 7
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5 Keys To Marketing Across Generations

Mobile First
Rely On Video

1)
)
) Social Proof
)
)

> W

Personalized Journey Experiences

Al-Driven Content and Data
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Good afternoon John,
Thank you for coming to our session on "Marketing Across Generations in 2024." Your energy and involvement made the event not just a success, but also fun!

In the session, we dove into the dynamics of marketing strategies that reach 3 different generations; Baby Boomers, Generation X, and Millennials. We understand
that reaching 3 different generations with your marketing message can be overwhelming. We hope we showed you some useful tools and tricks that you can use.

Here's a quick summary of what we talked about:
1.Mobile First: We talked about how important it is to make sure your marketing works well on — ‘ ‘
mobile phones. Everyone's using them, so it's key to reach all generations.
2.Rely on Video: We highlighted how powerful videos are for getting people's attention and getting
messages across quickly. Whether it's touching stories for Boomers, practical tutorials for Gen X, FantaStiC delivery Of
or quick, shareable stuff for Millennials, videos are super versatile.
3.Social Proof: We discussed how testimonials, reviews, and content created by users can build Very usefu[ and

trust and credibility. Hearing from others helps everyone feel more confident about their ) i

decisions. lnSlghthl
4.Personalized Journey Experiences: We looked at creating personalized journey experiences to . -

offer unique, individualized messaging to engage with your customer and build trust. ’nformatlon-
5.Al-Driven Content and Data: Lastly, we talked about how Al can help personalize the customer

experience and use data to improve our marketing. We offered several tools you can use to help

in your marketing strategy.

If you want to dive in deeper with us, join us in the upcoming Channel Marketing Academy workshop on June 26, 2024.
You can find out more information my scanning the QR code

Jasper can make mistakes. Check important info.
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Take a deeper dive in the upcoming ) &
Channel Marketing Academy workshop &
June 26, 2024

Fs









	Slide 1
	Slide 2: The Keys to Marketing Across Generations in 2024
	Slide 3
	Slide 4: Understanding the Generations
	Slide 5: Technology Over Time
	Slide 6: The Human Psychology
	Slide 7: The Human Psychology
	Slide 8: B2B Buying Disconnect:  The Self-Serve Economy Is  Prove It or Lose It 
	Slide 9: The Evolution of Your Buying Committees
	Slide 10: Most Preferred Way To Consume Content (B2B)
	Slide 11: Previous  Buyers' Journey
	Slide 12: Today's  Buyers'  Journey
	Slide 13: Your "COMING SOON" Buyer's Journey
	Slide 14: GP User Profile
	Slide 15: GP User Approach to Change
	Slide 16: BC User Profile
	Slide 17: BC User Approach to Change
	Slide 18: 5 Keys To Marketing Across Generations
	Slide 19: 1 – Mobile First
	Slide 20: 2 – Rely on Video
	Slide 21: 3 – Social Proof
	Slide 22: 4 – Personalized Journey Experiences
	Slide 23: 5 – AI Driven Content & Tools (Save Time!)
	Slide 24: Real-world Data: Website Visitors by Age 
	Slide 25: Real-world Data: LinkedIn Users by Seniority 
	Slide 26: The Trust Loop – Screenshot this!
	Slide 27: 5 Keys To Marketing Across Generations
	Slide 28
	Slide 29
	Slide 30: Take a deeper dive in the upcoming  Channel Marketing Academy workshop  June 26, 2024
	Slide 31: Thank You!
	Slide 32

